on the Internet, the benefits of access to 


health care research outweigh any costs 
associated with wading through misinfor- 
mation and unreliable information. 

In discussing the trade-offs between the 
public’s right to know and the potential 
misuse of information, Wootton ultimately 
appears to favor what Vice President Gore 
has termed “patient empowerment through 
information” attributing to Gore the idea 
that such empowerment to a larger extent 
than any other development will bring an 
improvement in health care quality. 

The article identifies four characteris- 
tics associated with the academic model 
for a high-quality database and/or Web 
site: (1) open access to basic research 
material, (2) open access to public infor- 
mation, (3) neutral presentation of mater- 
ial, and (4) current and comprehensive 
content. Tables presenting addresses and 
very brief descriptions of a large number 
of sites and directories to sites relevant to 
women’s health research are identified. 


— Tracy Tuten 


“A Marketing Technique to Increase Visibility and 
Use of Health Center Counseling Services,” by 
Stuart C. Tentoni, Journal of American College 
Health, 46, (September 1997), 93-5. 


his short article described the suc- 

cessful use of a classic example of a 
sales promotion technique: promotional 
premiums. Specifically, the Student 
Health Center at the University of Wis- 
consin—Milwaukee spent $1,500 on four 
sales promotion premiums, purchasing 
1,000 or more metal-tip pens, refrigerator 
magnets, vinyl key tags, and Post-it notes 
that all contained the counseling center’s 
name and phone number. The refrigerator 
magnet also had additional information 
including the phone numbers of other 
departments in the center. The items were 
distributed by staff from the counseling 
center at the university's student union 


food court over a two-month period and 
in university dormitories a month later. 

Tentoni’s presentation of the findings 
was very clear. Client visits went up dra- 
matically when compared on a month-to- 
month basis to the previous academic 
year, with most of the months showing an 
increase in the neighborhood of 30% 
using two different success measures: 
numbers of scheduled appointments and 
numbers of students seen. A mixed bene- 
fit of the success of the campaign was 
that it doubled the time of the intake 
waiting period from four to eight days. 
However, the author was optimistic that 
needed resources would follow and 
reported that other units in the health cen- 
ter were beginning to use sales promotion 
materials. 


— David Glascoff @ 
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